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Celebrity Endorsement and its Effects on Brand Equity
(A study on Care Cosmetics in Peshawar)

Abstract

This study was conducted in regard to the cosmetic products that are working and having
distribution in Peshawar by checking the effect of celebrity endorsement on the brand equity.
The whole cosmetic products of “Care” brand that can easily be taken from the Peshawar market
were taken as the population of the study. The study was limited to ‘Care’ brand to evaluate the
celebrity appearing in the ads of this products and its effect on the brand equity. The study
included both male and female students in the private sector education in Peshawar. Randomly
the study took 250 students from Qurtaba University and Igra National University Peshawar. The
data in the present evaluation is totally based on the primary methodology as this data of present
study is going to be gathered by different items which will be conducted for the first time and not
from the published reports. The study will adopt the closed ended questionnaire form the
literature to evaluate the effect of celebrity endorsement on brand equity. The close ended
questionnaire will be based on five point likert scale. The findings of the study suggested that the
(1) Creditability of celebrity has positive and significant effect on the brand equity, (2)
Attractiveness of celebrity has positive and significant effect on the brand equity; (3)
Trustworthiness of the celebrity has positive and significant effect on the brand equity 4)

Expertise of celebrity has positive and significant effect on the brand equity.
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